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Abstract 
The study of consumer behaviour has attracted much attention from researchers. 
Models have been postulated and re-postulated in many attempts to explain the 
decision process of consumers as it changes over time and space, as well as in 
different environments such as culture, race and religion. The growing interest in 
investigating the relation between psychographics and consumer behaviours with 
regard to their purchase preferences has helped marketers in segmenting the market 
more accurately so as to ensure certainty of profitability. This is especially relevant 
in the modern market where “crossing culture” (Davies and Fitchett, 2004, p.315) 
and acculturation, as well as the process of cultural integration, are common as a 
result of many factors such as travelling both for leisure and business, emigration 
and re-location, etc. Nevertheless, these studies have mainly focussed on a single 
community or ethnic group. This current study differs in that it attempts to compare 
two ethnic groups of diverse culture and religious background, i.e. the Malays and 
the Chinese, within a single Malaysian community. The political and social 
environments in Malaysia make the current study unique in that the Malays receive 
financial aids and incentives from the ruling Malay-dominant government while the 
Chinese have little or no assistance at all. Therefore, apart from looking at the 
psychographical aspects of consumption habit, the current study also includes 
source of income as a variable factor in comparing the presume differences in 
spending between the two ethnic groups – the Malays receive extensive financial 
aids and benefits from the ruling government while the Chinese work hard and save 
as much as possible to ensure a better future. 
 
5 
The current study focuses on University Technologi Mara (UiTM) and University 
Tunku Abdul Rahman (UTAR) because of their respective racial composition of 
Malay and Chinese youths. 
The findings in this study elucidate that there seems to be no apparent difference in 
spending behaviour between the Malays and the Chinese despite their cultural and 
religious differences. This could be the result of the many years of co-existence and 
the influence of global media and culture on both the Malay and Chinese youths. 
 
The current study also does not find any strong basis in supporting the perception 
that the Chinese would be more frugal in their spending because of unfavourable 
economic support for them in the country. On the contrary, the study shows that the 
Chinese are indeed financially wealthier than the Malays because of their life-long 
culture of prudence in savings. Another reason for this could be the failure of the 
government’s New Economic Policy in addressing the economic needs of the 
masses of the Malay population. Rather, the policy only favoured the selected few 
with strong political link or clout.  
 
This study also shows that there are significant differences in the spending 
behaviour between the genders. This study also highlights the differences in 
spending behaviour of the cluster groups with their respective attached inherent 
value-traits. The study also reveals that the Malays are no longer the homogenous 
group as previously thought. Rather they indicate distinct differences in their 
spending behaviour.  
 
It is hoped that in future, wider and in-depth studies can be conducted to further 
examine the consumption behaviour of races according to their value-traits. 
6 
 
Table of Contents 
Dedication 2 
Acknowledgement 3 
Abstract 4 
Table of Contents 6 
List of Tables 11 
List of Figures 16 
Abbreviations 17 
 
Chapter 1  Introduction 18 
1.1 Background 18 
1.2 Impact of Culture and Income in Consumer Spending   21 
 1.2.1 Cultural and Religious Construct 21 
 1.2.2 Income and Consumption Construct 23 
1.3 Significance of the Study  25 
1.4 Rationale of the Study 26 
1.5  The Aims of the Research 29 
1.6 The Structure of the Thesis 31 
   
Chapter 2  Background of Malaysia 34 
2.1 Introduction 34 
2.2 The Early Malaya 36 
 2.2.1 Geographic Location 36 
 2.2.2 The Colonial Malaya 36 
2.3 The Independence and Formation of Malaysia 39 
 2.3.1 Social Background after Independence 40 
 2.3.2 The New Economic Policy (NEP) 44 
2.4 Post-1970s Malaysian Economic Developments 46 
 2.4.1 Tunku Abdul Rahman Putra Al-Haj ibni Almarhum Sultan 
Abdul Hamid Halim Shah 
47 
 2.4.2 Tun Abdul Razak bin Dato’ Hussein 48 
 2.4.3 Tun Hussein Onn bin Ja’afar 48 
 2.4.4 Tun Dr Mahathir bin Mohammad 49 
7 
2.5 Implication of NEP 50 
2.6 The Rise of Consumerism in Malaysia 64 
2.7 Demographic Background of Malaysia 71 
 2.7.1 The Population Growth in Malaysia 72 
 2.7.2 Population Distribution by Ethnic Groups 73 
 2.7.3 Malaysian Population Density Distribution 75 
 2.7.4 Dependency Ratios by Ethnic Group 76 
 2.7.5 Population Distribution by Religion 77 
 2.7.6 Population Distribution by Gender and Race 78 
 2.7.7 Population Distribution by Tertiary Education 79 
2.8 Conclusion 83 
2.9 Summary 84 
   
Chapter 3  Literature Review 86 
3.1    Introduction 86 
3.2  Values and Lifestyles 88 
3.3 Culture 91 
 3.3.1 Definition of Culture 94 
 3.3.2 Framework for Cultural Dimensions 96 
  3.3.2.1 Power Distance Index (PDI)  99 
  3.3.2.2 Individualism (IDV)  100 
  3.3.2.3 Masculinity (MAS)  101 
  3.3.2.4 Uncertainty Avoidance Index (UAI)  102 
  3.3.2.5  Long-Term Orientation (LTO)  103 
 3.3.3 Hofstede’s Dimensions of the Malays and the Chinese in Malaysia 105 
  3.3.3.1 Tha Malays in Malaysia 105 
  3.3.3.2 The Chinese in Malaysia 108 
 3.3.4 Differences in Cultural Dimensions of the Malays and the Chinese 110 
 3.3.5 Impact of Acculturation on Consumer Behaviour 113 
3.4 Religion and Consumption 119 
3.5 Wealth and Spending 122 
3.6 Summary 128 
   
Chapter 4  Research Methods and Design 132 
4.1 Introduction  132 
4.2 Research Paradigm 133 
8 
 4.2.1 Ontological Assumptions 135 
 4.2.2 Epistemological Assumptions 136 
 4.2.3 Methodological Assumptions 137 
4.3 Research Design 142 
 4.3.1 Research Models and research Hypotheses 145 
 4.3.2 Proposed Model 146 
 4.3.3 Development of Hypotheses 150 
 4.3.4 Research Approach 158 
4.4 Methodology of the Quantitative Study 160 
 4.4.1 The Samples 160 
  4.4.1.1 University Technologi Mara (UiTM) 162 
  4.4.1.2 Universiy Tunku Abdul Rahman (UTAR) 163 
 4.4.2 Data Collection Technique 165 
 4.4.3 Sampling Technique 169 
 4.4.4 Pilot Testing and Data Collection Technique 171 
 4.4.5 Data Processing 172 
 4.4.6 The Questionnaire 172 
4.5 Analytical Procedures 177 
 4.5.1 Univariate and Bivariate Analysis 177 
 4.5.2 Factor Analysis and Cluster Analysis 178 
 4.5.3 Independent t-Test 181 
 4.5.4 Logistic Regression 181 
4.6 Limitations of the Study 184 
4.7 Conclusion 185 
   
Chapter 5  Data Analysis 186 
5.1 Introduction 186 
5.2 Profile of the Respondents 187 
5.3 Value and Attitudinal Statement 192 
5.4 Factor Analysis and Cluster Analysis 195 
 5.4.1 Reliability Analysis 195 
 5.4.2 Factor Analysis 197 
 5.4.3 Sample size 197 
 5.4.4 Overall Measure of Inter-correlation 199 
 5.4.5 Cluster Analysis 206 
 5.4.6 Characterisation and Description of the Clusters 209 
9 
5.5 Profile and Spending Behaviour of Respondents on Selected Products 213 
 5.5.1 Living Conditions 213 
 5.5.2 Transportation 215 
 5.5.3 Food and Beverages 215 
 5.5.4 Telecommunication and Internet 218 
 5.5.5 Computer, Telecommunication and IT-Related Products 219 
 5.5.6 Clothing, Shoes, Shampoo Cosmetics, and others 220 
5.6 Leisure Activities of the Respondents 222 
5.7 Wealth Status, Sources of Income and Perceptions towards Ease of Income 
Levels and Savings 
224 
5.8 Important Attributes for Making Brand Purchase and Source of Information 227 
 5.8.1 Important Attributes for Making Brand Purchase 227 
 5.8.2 Source of Information 229 
5.9 Comparisons Between the Malay and Chinese Consumer Behaviour based on 
the Cultural Dimensions 
232 
5.10 Comparisons Between the Malay and Chinese Consumer Behaviour based on 
the Marketing Mix and The Impact of Religion 
239 
 5.10.1 Product and Promotion 239 
 5.10.2 Price and Place 243 
 5.10.3 The Impact of Religion on Consumption Behaviour 246 
5.11 The Household Expenditures of the Malays and the Chinese 246 
5.12 Logistic Regression Analysis 250 
5.13 Conclusions 267 
5.14 Summary 269 
   
Chapter 6  Conclusion 271 
6.1 Introduction 271 
6.2 Overview of the Study 271 
6.3 A Summary of the Major Findings 273 
 6.3.1 Introduction 273 
 6.3.2 Comparisons between the Malays and Chinese on Some Selected 
Products 
275 
 6.3.3 Leisure Activities of the Respondents 282 
 6.3.4 Perceptions towards Wealth, Income and Saving 282 
 6.3.5 Important Attributes for Making Brand Purchase and Source of 
Information 
283 
  6.3.5.1 Important Attributes for Making Brand Purchase 283 
  6.3.5.2 Source of Information 284 
10 
 6.3.6 A Summary of the Hypothesised Relationship 284 
  6.3.6.1 Comparisons between the Malay and Chinese Consumer 
Behaviour based on the Cultural Dimensions 
284 
  6.3.6.2 Perceptions Towards Marketing Mix 286 
  6.3.6.3 The Impact of Religion on Consumption Behaviour 289 
  6.3.6.4 Household Expenditures 290 
  6.3.6.5 Logistics Regression 292 
6.4 Discussions 295 
6.5 Implications of the Study 297 
 6.5.1 Theoretical Implications 297 
 6.5.2 Managerial Implications 299 
6.6 Limitations and Suggestions for Future Research  301 
6.7 Conclusions 303 
 
Appendices 
Appendix 1 The Questionnaire for Quantitative Research 306 
Appendix 2  Additional Analysis Tables 320 
Appendix 3  Stopping Rule for the Respecified Hierarchical Cluster Analysis 347 
  
References 348 
 
11 
List of Tables 
Table 1.1 Composition of Household Income by Quintile Income Group, 
Malaysia, 2004/05 
24 
Table 2.1 Peninsular Malaysia: Ownership of Share Capital in Limited 
Companies, 1975 and 2005 
57 
Table 2.2 Average Monthly Household Expenditure by the Malays and 
Chinese in Malaysia 2004/05 
68 
Table 2.3 Population Size and Growth Rates, Malaysia, 1970 to 2010 73 
Table 2.4 Percentage Distribution of Population of Malaysian Citizens by 
Ethnic Group, Malaysia, 1970 to 2005 
74 
Table 2.5 Population Density by Region, Malaysia, 1970 to 2000 76 
Table 2.6 Dependency Ratios by Ethnic Group, Malaysia, 1970 to 2000 77 
Table 2.7 Percentage Distribution of the Population by Religion, Malaysia, 
1970 to 2005 
78 
Table 2.8 Gender Ratio by Ethnic Group, Malaysia, 1970 to 2000 78 
Table 2.9  Percentage Distribution of the Population with Tertiary 
Qualification (University Degrees and Other Tertiary Diplomas) 
in Peninsular Malaysia,  1970 and 1980 
79 
Table 2.10  Percentage Distribution of the Population with Tertiary 
Qualification (University Degrees and Other Tertiary Diplomas) 
Malaysia, 2000 
80 
Table 2.11  Percentage Distribution of the Population (aged 15 years and 
over) by Selected Main Field of Study and Ethnic Group, 
Malaysia, 2000 
82 
Table 3.1 Definition of Culture 96 
Table 3.2 Hofstede’s Dimensions of Cultural Values  99 
Table 3.3 Key Differences between Short and Long-term Orientation 
Societies 
105 
Table 4.1 Characteristics of the Two Basic Paradigms of Social research – 
Positivist and Interpretive 
139 
Table 4.2 The Difference Between Qualitative and Quantitative Research 143 
Table 4.3 Advantages and Disadvantages of Typical Survey Methods 168 
Table 4.4 Targeted Number of Cases for the Study 171 
Table 4.5 Ownership and Consumption Behaviour of Some Selected 
Products of the Respondents 
175 
Table 4.6 Attributes of Products 177 
Table 5.1 Percentage Distribution of Respondents by Ethnic Group 187 
Table 5.2 Demographic Characteristics of Respondents by Ethnic Group 190 
Table 5.3 Factor Loadings 203/4 
12 
Table 5.4 Cluster Centoids and Number of Cases 209 
Table 5.5 Demographic Characteristics across Six Clusters 211 
Table 5.6 Percentage of the Factors Considered when Rent the Room or  
House by Malays and Chinese 
243 
Table 5.7 Percentage of the Respondents’ Meal Profile by Ethnic Group 217 
Table 5.8 Percentage of Factors Considered by the Respondents when 
Choosing Restaurants by Ethnic Group 
217 
Table 5.9 The Construct of Wealthy Score 226 
Table 5.10 The Percentage Distribution of Wealthy Group by Ethnic Group 226 
Table 5.11 Test of Differences of the Total Amount of Financial Support 
Received and Perception towards Ease of Income Level and 
Savings between the Malays and the Chinese 
227 
Table 5.12 The Selected Attributes for making Brand Purchases by Ethnic 
Group 
229 
Table 5.13 Percentage of the Respondents Learned about 
Advertising/Promotion Information 
230 
Table 5.14 Percentage of Respondents Purchased the Goods as a Result of 
Advertisement 
231 
Table 5.15 Mean Scores on the Information Statements by Ethnic Group 232 
Table 5.16 Comparison of the Malay and the Chinese Consumer Behaviour 
base on the Power Distance 
233 
Table 5.17   Comparison of the Malay and the Chinese Consumer Behaviour 
base on the Individualism/Collectivism 
234 
Table 5.18 Comparison of the Malay and the Chinese Consumer Behaviour 
base on the Masculinity/Femininity 
236 
Table 5.19   Comparison of the Malay and the Chinese Consumer Behaviour 
base on the Uncertainty Avoidance 
237 
Table 5.20 Comparison of the Malay and the Chinese Consumer Behaviour 
base on the Long/Short Term Orientation 
239 
Table 5.21 Mean Scores on Branding, Foreign Brands and Quality 
Statements by Ethnic Group 
241 
Table 5.22 Mean Scores on the Advertisement Statements by Ethnic Group 243 
Table 5.23 Mean Scores on the Price Statements by Ethnic Group 244 
Table 5.24 Mean Scores on the Religious Statements by Ethnic Group 245 
Table 5.25 Test of Differences Existed between the Malays and Chinese in 
Term of the Aggregate Monthly Expenses on Some Selected 
Items 
249 
Table 6.1 The Summary Statistics of the Study by Ethnic Group 274 
Table 6.2 The Summary Findings of the Living Profile by Ethnic Group 276 
Table 6.3 The Summary Findings of the Transportation Profile by Ethnic 
Group  
277 
13 
Table 6.4 The Summary Findings of the Food Profile by Ethnic Group 278 
Table 6.5 The Summary Findings of the Telecommunication and Internet 
Profile by Ethnic Group  
279 
Table 6.6 Average Spending of Respondents on Selected Product by 
Ethnic Group 
281 
Table 6.7 Summary of Results for Hypotheses H1 to H5 285/6 
Table 6.8 Summary of Results for Hypotheses H6 287 
Table 6.9 Summary of Results for Hypotheses H7 288 
Table 6.10 Summary of Results for Hypotheses H8 to H9 289 
Table 6.11 Summary of Results for Hypothesis H10 290 
Table 6.12 Summary of Results for Hypotheses H11 291 
Table 6.13 Summary of Results for Hypothesis H12 293 
Table 6.14 The Summary of Logistic Regressions Results for Model 1 to  
Model 9 
294 
Table A4.1 Statement on Value Orientation by Measuring Construct and 
Sources I 
320 
Table A4.2 Statement on Value Orientation by Measuring Construct and 
Sources II 
323 
Table A5.1: Mean of Selected Demographic Characteristics of Respondents’ 
Family Background by Ethnic Group 
325 
Table A5.2: Selected Demographic Characteristics of Respondents’ Family 
Background by Ethnic Group 
325 
Table A5.3:   The Mean Value of Selected Assets by Ethnic Group  326 
Table A5.4:   Percentage of the Assets Ownership of Respondents’ Families by 
Ethnic Group 
326 
Table A5.5 Statement Related to Various Factors 327 
Table A5.6a Items Retained from the Reliability Test 331 
Table A5.6b Factor Loadings 331 
Table A5.7 Clustering Variable Profiles for the Three, Four, Five and Six-
Cluster Solutions from the Hierarchical Cluster Analysis 
333 
Table A5.8 Significance Testing Differences between Cluster Centres 334 
Table A5.9 Respondent’s Current Living Condition by Malays and Chinese 334 
Table A5.10 Monthly Rental by Malays and Chinese 335 
Table A5.11 Percentage Distribution of Respondent’s Transportation to 
Campus and Mean Monthly Transportation Cost by Ethnic 
Group 
335 
Table A5.12 Percentage of Type of Favourite Food of Respondents by Ethnic 
Group 
335 
Table A5.13 Percentage Distribution of Meal Profile and Average Spending 
of Respondents by Ethnic Group 
336 
14 
Table A5.14 Average Units Possessions of Mobile Phone, Average Monthly 
Telephone Bill, and Percentage Distribution Type of Mobile 
Phone Networks of Respondents by Ethnic Group 
336 
Table A5.15 Respondent’s Telecommunication by Ethnic Group 337 
Table A5.16 Percentage of Possession of Computer, Telecommunication and 
IT Product by Ethnic Group 
337 
Table A5.17 Percentage of Purchasing of Computer, Telecommunication and 
IT Product by Respondents by Ethnic Group 
337 
Table A5.18 Average Spending of Respondents on Computer, 
Telecommunication and IT Product by Ethnic Group 
338 
Table A5.19 Percentage of Possession of Clothing, Shoes, Shampoo and 
Cosmetics by Ethnic Group 
338 
Table A5.20 Percentage of Purchasing of Clothing, Shoes, Shampoo and 
Cosmetics by Respondents by Ethnic Group 
339 
Table A5.21 Average Spending of Respondents on Clothing, Shoes, 
Shampoos and Cosmetics by Ethnic Group 
339 
Table A5.22 Percentage of Possession of Gift Items, Watches, Spectacles, 
Books and Magazines by Ethnic Group  
340 
Table A5.23 Percentage of Purchasing of Gift Items, Watches, Spectacles, 
Books and Magazines by Respondents by Ethnic Group 
340 
Table A5.24 Monthly Spending of Respondents on Gift Items, Watches, 
Spectacles, Books and Magazines by Ethnic Group 
341 
Table A5.25 Favourite Leisure Activities of Respondent by the Malays and 
the Chinese 
342 
Table A5.26 Percentage of Activity Types by Gender and Ethnic Group 342 
Table A5.27 The Importance Attributes for Making Brand Purchases by 
Ethnic Group 
343 
Table A5.28 Mean and Median of the Monthly Spending on Selected Items 343 
Table A5.29 SPSS Output (Logistic Regression) of the Variables in the 
Equation for Model One 
344 
Table A5.30 SPSS Output (Logistic Regression) of the Variables in the 
Equation for Model Two 
344 
Table A5.31 SPSS Output (Logistic Regression) of the Variables in the 
Equation for Model Three 
344 
Table A5.32 SPSS Output (Logistic Regression) of the Variables in the 
Equation for Model Four 
345 
Table A5.33 SPSS Output (Logistic Regression) of the Variables in the 
Equation for Model Five 
345 
Table A5.34 SPSS Output (Logistic Regression) of the Variables in the 
Equation for Model Six 
345 
Table A5.35 SPSS Output (Logistic Regression) of the Variables in the 
Equation for Model Seven 
346 
15 
Table A5.36 SPSS Output (Logistic Regression) of the Variables in the 
Equation for Model Eight 
346 
Table A5.37 SPSS Output (Logistic Regression) of the Variables in the 
Equation for Model Nine 
346 
 
16 
List of Figures 
Figure 2.1  Inter-Ethnic Income Ratios in Malaysia – Malays: Chinese (1990 – 
2004) 
56 
Figure 2.2 Gross Domestic Product (GDP) Per Capita in US$ 1975 – 2006, 
Malaysia 
63 
Figure 2.3 Real Gross Domestic Product (GDP) Growth 1975 – 2006, 
Malaysia 
63 
Figure 2.4 Composition of Average Monthly Household Expenditure by 
Expenditure Group, Malaysia 2004/05 
67 
Figure 2.5 Unemployment Rate, 1975 -2006, Malaysia 70 
Figure 3.1 The Outline of the Review of the Theoretical Framework 88 
Figure 3.2 Hofstede’s Cultural Dimensions for Malaysia 108 
Figure 3.3 Hofstede’s Cultural Dimensions for Singapore 110 
Figure 3.4 Comparison of the Cultural Dimensions of the Malays and the 
Chinese 
112 
Figure 3.5 The Interaction of Culture and Consumer Behaviour 118 
Figure 3.6 Research Conceptual Framework: A Comprehensive Consumer 
Purchasing Decision Process 
124 
Figure 3.7 The Effect of Consumption and Wealth  (Time Series: Real, Per 
Capita, and in Logs) 
127 
Figure 4.1 Research Processes 145 
Figure 4.2 Traditional Consumer Decision Making Process 148 
Figure 4.3 Proposed Consumer Decision Making Process 149 
Figure 4.4 The Development of Hypotheses of the Study 157 
Figure 4.5 Overview of the Application of Research Instruments 158 
Figure 5.1 The Composition of Household Expenditure by the Malays and 
Chinese  
247 
 
17 
Abbreviations 
ASB Amanah Saham Bumiputera 
CCC Chinese Culture Connection 
FOMCA Federation of Malaysian Consumers Association 
GLC Government-Linked Companies 
IDV Individualism/Collectivism 
ITM Institut Teknologi MARA (MARA Institute of Technology) 
KLIA Kuala Lumpur International Airport 
KMO Kaiser-Meyer-Olkin 
LTO Long-Term Orientation 
MARA Majlis Amanah Rakyat (Council of People’s Trust) 
MAS Masculinity/Femininity 
MCA Malaysian Chinese Association 
MIC Malaysian Indians’ Congress 
MSA Measure Of Sampling Adequacy 
MSC Multi-media Super Corridor 
NDP New Development Policy 
NEP New Economic Policy 
NVP National Vision Policy 
OPEC Organisation of Petroleum-Exporting Countries 
PDI Power Distance Index 
PNB Permodalan Nasional Berhad (National Equity Corporation) 
SPSS Statistical Package for the Social Sciences 
TARC Tunku Abdul Rahman College 
UAI Uncertainty Avoidance 
UiTM University Technologi Mara  (MARA University of Technology) 
UMNO United Malay National Organisation 
UTAR University Tunku Abdul Rahman 
 
 
